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Abstract
Music has often been used in marketing to evoke emotions and enhance the consumer
experience. Especially for service-based businesses, where customer evaluations of the service
encounter can be key in establishing and maintaining competitive advantage (Hartline et al.
2000), music can positively influence the customers’ experience in various ways (e.g., decrease
perceived waiting time, influence dining speed, increase purchase intentions). This research
examines the impact of background music in service settings, specifically regarding its influence
on consumers’ perception of service quality, consumption behavior, and attitude toward the
service provider.
Prior research shows that music helps people regulate arousal and mood (Schafer 2013), and
even the simple act of listening to music can evoke positive emotions and influence well-being
(Krumhansl 2002). As a result, music is often used for emotional regulation purposes (Thayer et
al. 1994), and it has been shown that individuals can actively alter their experience of happiness
by listening to music (Lyubomirsky et al. 2005).
The effects of music can have special implications for the service environment. According to
mood congruency theory, emotions at encoding are congruent with the nature of the emotion in
which memory is recalled. Distinctively, when individuals are in a good mood, they may see the
world in a more favorable light, and consequently exhibit more positive judgement (Bower
1981). Thus, if positive emotions can be induced through music, customers’ perceptions of the
service environment may be positively influenced.
In this research, we aim to demonstrate the influence of background music in the service
environment through a field experiment that involves a mood regulation technique. Individuals
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will then be exposed to a service experience where music is being performed (vs. not
performed). Differences in consumers’ evaluations of service quality and attitude toward the
service provider will be assessed, and implications for business owners will be discussed.
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